This study was designed to test a theoretical model determining the relationships among tourists' perceived food image
This study was designed to test a theoretical model determining the relationships among tourists' perceived food image, food satisfaction, culinary quality, and behavioral intentions. The structural relationships between the variables were examined by adopting a structural equation modeling (SEM) approach, and the empirical data was collected in Malaysia. Analysis of findings revealed that (a) tourists' perceived food image played a role in directly influencing food satisfaction and quality of culinary experience (culinary quality); (b) food image influenced tourists' behavioral intentions through culinary quality; (c) tourist satisfaction with their food experience directly affected perceived quality of their culinary experience and behavioral intentions; and (d) tourists' behavioral intentions were directly affected by their evaluation of culinary quality. This study concluded that food was an imperative contributor in destination tourism due to its capability in influencing tourists' perceived image, food satisfaction, culinary quality,

INTRODUCTION
Food has become an increasingly important element in the tourism industry. Food and tourism are two subjects inevitably associated with each other and have gained increasing interest among scholars to investigate in depth. Even though food might not be the main reason for traveling, tourists must consume food while they travel to another destination. Food consumption supports tourists' visiting activities and becomes part of the memorable and impressive visiting experience; sometimes it is a major or one of the major motivators for traveling to a particular destination (Quan & Wang, 2004) . Most people enjoy trying different food as they travel to a destination, from which they discover new culinary experience; in such case, food poses as an essential component in tourism. In other words, food becomes an increasingly important aspect of the travel experience and a vital destinations choice factor for tourists (Cohen & Avieli, 2004) . The exceptionality of food in a destination would create an authentic experience for every tourist; as Long (2004) stated, tourists would try unfamiliar food while visiting a destination. Some tourists travel to a specific destination just to experience its distinctive and variety of food offerings (Kivela & Crotts, 2006) . The uniqueness of local cuisine can significantly enhance a destination's image, as Richards (2002) pointed out that tourists often place considerable emphasis on how they feel at a destination, and how they experience what the destination offers, by carefully selecting that special food that might fulfill a particular personal desire. In addition, the relationship between food and a tourist destination is inevitably related with each other, as a destination provides food as a product of tourist attraction (Richards, 2002) . Once tourists are satisfied with foods offered, local foods could serve as an attraction for tourists to return to the same destination (Ryu & Jang, 2006) .
Examining the influence of food on tourists' destination experience has increasingly become the interest of many scholars (Richards, 2002; Kivela & Crotts, 2006; Molz, 2007) . A study undertaken by Kivela and Crotts (2006) depicted that Hong Kong was perceived by tourists as a gastronomy destination and its gastronomy played a significant role in creating a quality visiting experience for tourists, which in turn influenced their revisit intentions. Constructing positive food image in tourists' mind is viewed as crucial in generating their behaviors, such as revisiting intentions and recommendations to others. It has been generally accepted in the literature that intention to revisit a destination has a strong relationship with tourists' overall satisfaction with the food experience during a trip (Ryu & Jang, 2006; Kivela & Crotts, 2006) .
The importance of destination image is commonly acknowledged since literature on tourism reveals that destination image significantly affects tourists' perception and subsequent behavior (Bigné, Sánchez, & Sánchez, 2001; Chen & Tsai, 2007) . Studies examining relationships among tourism destination image, perceived quality, satisfaction, and behavioral intentions have received considerable attention and models have been tested in different tourism studies (Baker & Crompton, 2000; Chi & Qu, 2008; Gallarza, Saura, & García, 2002; Pizam, Neumann, & Reichel, 1978) . It is well-known that food is an essential aspect in tourism, but a model to understand how tourists' perception of a destination's food image can influence their evaluation of the food experience and their behavioral intentions has not been thoroughly investigated (Hjalager & Corigliano, 2000; Gatley, 2006; Quan & Wang, 2004) . Food images in relation to destination should be treated as a unique concept because a number of tangible characteristics of food can reflect the uniqueness of a specific destination (Lin, 2006) . To fill the void in tourism literature, an integrated research model was proposed and tested to clarify the interrelationships among perceived food image, tourist satisfaction with their food experience, perceived quality of their culinary experience, and behavioral intentions. This study differentiated from previous tourism studies by taking into account the role of food in image formation, satisfaction and quality evaluation, and in influencing tourists' behavioral intentions. The empirical data for the study was collected in one of the major tourist destinations in Asia-Malaysia.
LITERATURE REVIEW
Malaysia and Its Tourism
Located in Southeast Asia, Malaysia is a unique nation in its own right, rich with culture and nature. Many years of sustained economic growth and political stability have made it one of the leading countries in the region. With its diverse population and natural scenery, Malaysia is not only offering cultural attractions, but also a wide variety of beaches, mountain parks, and tropical rain forests. In addition, easy accessibility and the warm tropical climate make Malaysia a premier destination. The tourism industry in Malaysia has emerged as a major revenue earner. According to the Malaysia Tourism Promotion Board (MTPB, 2009), tourist arrivals have increased from 5.5 million to 22.2 million and total tourism receipts have double from US$7 billion to US$14 billion from 2002 to 2008.
Malaysia's diverse society is comprised of three main ethnicities-Malay, Chinese, and Indians-and many other ethnic/race (the indigenous people) that live mainly in rural areas of the country. Due to its ethnic diversity, Malaysia is a melting pot of various culinary heritages and food has become an invaluable part of tourists' experience that may contribute to the tourism sector. It has the potential to attract international travelers seeking culinary pleasures, especially food lovers with a tinge of fusion taste.
Culinary Tourism
Several scholars have attempted to define the term culinary tourism. Broadly speaking, it is not just food or cuisine but the experience must be unique and memorable. Long (2004) defined culinary tourism as a way of experiencing other cultures through food. Molz (2007) later defined culinary tourism as a sense of knowing or experiencing another culture, as well as performing adventure, adaptability, and openness to any other culture. The local food of a country is associated with the country's culture and image, as well as representing a core expression of a destination's intangible heritage, and through its dining experience, tourists can gain a truly authentic cultural experience (Okumus, Okumus, & McKercher, 2007) . Ryan (1997) regarded food as the most enjoyable activities that tourists undertake during their holiday. According to Frochot (2003) , food related tourism could allow tourists to achieve desired goals of relaxation, excitement, escapism, status, education, and lifestyle. Apart from that, a study done by Sparks, Bowen, and Klag (2003) indicated that dining out provides opportunities and experiences that contribute to tourists' enjoyment or satisfaction with a destination and intention to return. Cohen and Avieli (2004) presented an article on the attraction of food tourism at a prospective destination. The previous findings led Quan and Wang (2004) to build a conceptual model describing the role of food consumption in tourism. It can be reasonably concluded that food is an imperative means of selling the distinctiveness and culture of a destination. Furthermore, food is no longer simply occupying a supporting role but often a driving force for people to visit a certain holiday destination (Gatley, 2006) .
Several countries have started to incorporate local cuisines in the marketing of their destinations. For example, in Singapore the government developed a New Asia-Singapore Cuisine marketing effort in order to attract visitors to savor its cuisine that attempts to combine the flavors of East and West (Scarpato, 2002) . The country started its first Singapore Food Festival and the World Gourmet Summit in 1997, which is being organized biannually. Singapore has been working hard to develop its food image in order to become a premier food destination in Asia. Kivela and Crotts (2006) indicated that Hong Kong's culinary was a significant factor that positively contributed to a high-quality traveling experience and tourists' desire to return to Hong Kong. Okumus et al. (2007) indicated that Hong Kong was thriving in generating gastronomy market because of its strategic positioning by marketing local and international cuisines to tourists. Hong Kong's culinary made a positive impact on tourists who had tried its food. The previous examples show that projecting a positive food image is a powerful tool to achieve a culinary destination status.
Relationship Between Image, Satisfaction, Quality, and Behavioral Intentions Previous studies have incorporated several variables in measuring destination image such as environment, natural attractions, entertainment, food, infrastructure, and others. According to Baloglu and McCleary (1999) , image is formed as a result of both perceptual/cognitive and affective evaluations of the object. To simplify the definition, an image of an object is formed by a combination of beliefs, ideas, knowledge, and feelings about it. For this study, image is specifically related to tourists' perceptual evaluations of Malaysian food; hence the term food image was used.
The role of image in destination selection has been widely studied, and destination image has been proven to be an important factor in the selection of a destination (Baloglu & McCleary, 1999; Beerli & Martin, 2004) . Most early research work focuses on the influence of destination image on satisfaction, perceived quality, and behavioral intentions (Baker & Crompton, 2000; Baloglu & McCleary, 1999; Bigné et al., 2001; Chen & Tsai, 2007; Chi & Qu, 2008) . In this study, the role of food in destination tourism was tested since food is one of the most important components related to tourists' experience and plays a significant role in affecting tourists' subsequent behaviors. Kivela and Crotts (2006) believed that culinary experience is inextricably linked to destination and destination image. Culinary plays a major role in the way tourists experience a destination; some travelers would return to the same destination only to savor its unique cuisine.
The relationship between satisfaction and tourists' behavior has been well established in previous research. Tourists' satisfaction is considered as the key determinant of tourists' likelihood of recommending and revisiting a particular destination (Hui, Wan, & Ho, 2007; Yoon & Uysal, 2005) . This study focused on tourists' satisfaction with their food experience in Malaysia. Some researchers believed that tourists' satisfaction with the culinary or food of a destination depends on how prior image they had about the destination's culinary compare with the real culinary experience. An empirical study by Kivela and Crotts (2006) stated that tourists' level of conception of the local culinary prior to consumption is likely to be less than their postvisit evaluation. Ryu and Jang (2006) suggested that past eating experience and positive beliefs could prompt tourists to experience local cuisine again. If a positive culinary image is formed in tourists' mind, it will lead to tourist satisfaction, which will in turn affect tourists' behaviors. This study utilized a multidimensional, multiattribute approach to operationalize tourists' satisfaction with their food experience in Malaysia. The term food satisfaction was adopted in this study for more accurate reflection of the concept and adequate differentiation from the term tourist satisfaction. Following the previous arguments, it was hypothesized that: In the present study, culinary quality refers specifically to tourists' evaluation of the quality of their culinary experience in Malaysia. Quan and Wang (2004) conceptualized the relationship between tourists' food consumption and their visiting experience. Kivela and Crotts (2006) revealed that food could become an integral part of tourists' experience and it contributes to visiting quality. There is a conflicting claim existed among researchers regarding the relationship between satisfaction and perceived quality. According to Boulding, Kalra, Staelin, and Zeithaml (1993) , the perceived quality of experience is an antecedent to other consequences such as intended behaviors. Bigné et al. (2001) also believed that perceived quality would lead to overall satisfaction and behavioral intentions. However, Carman (1990) demonstrated that satisfaction represents an antecedent of perceived quality. Kivela and Crotts (2006) found that in culinary tourism, dissatisfaction with gastronomy would adversely affect tourists' quality perceptions of a destination. González, Comesaña, and Brea (2007) summarized various research outcomes and concluded that the relationship between perceived quality and satisfaction was reciprocal. This study attempted to examine the influence of tourists' satisfaction on perceived quality. Therefore, it was hypothesized that:
H4: Food satisfaction positively influenced culinary quality.
Prior studies examined the structural relationships among image, quality, satisfaction, and postpurchase behavior. For example, Kotler, Bowen, and Makens (1996) found that (a) image would positively affect how customers perceive quality; (b) perceived quality will in turn determine the satisfaction of consumers; and (c) the link between satisfaction and postpurchase behavior is also established. Bloemer and Ruyter (1998) concluded that image and loyalty has an indirect relationship via perceived quality, and loyalty and service quality has both a direct relationship and indirect relationship via satisfaction. Similarly, Bigné et al. (2001) empirically investigated structural interrelationships among destination image, quality, satisfaction, and postpurchase behavior. Their findings confirmed that destination image not only directly affects quality, satisfaction, and future behavior; it also indirectly affects future behavior through quality and satisfaction. Therefore, the last two hypotheses were developed as follows:
H5: Food image positively influenced culinary quality.
H6: Culinary quality positively influenced tourists' behavioral intentions.
In sum, previous tourism studies proved that the interrelationships among variables such as image, satisfaction, quality, value and others have a causal impact (direct and indirect effects) on tourists' behavioral intentions. However, the linkage between these variables in the food context has not yet been thoroughly investigated. In this study, the proposed causal relationships among food image, tourists' satisfaction, culinary quality and tourists' behavioral intentions were developed from theory and examined empirically. To conclude the hypothesis discussed above, a conceptual model illustrating the proposed relationships among the variables of interest was drawn as follows ( Figure 1 ).
METHODOLOGY Survey Instrument
This study employed a causal research design using a cross-sectional sample survey. Data were collected to describe current situation of food tourism in Malaysia from tourists' perspective. A self-administered questionnaire was developed, including both structured and open-ended questions. It consisted of the following sections: tourists' eating-out information and demographic profiles; two open-ended questions regarding their favorite Malaysian food and comments on Malaysian food; questions that measure the major constructs in the model, including tourists' perception of Malaysian food image, food attribute satisfaction, quality of culinary experience, and tourists' behavioral intentions. 
FOOD IMAGE
A multiattribute approach was used to measure the food image. The selected 20 food image items were obtained from an inclusive review of previous destination and food image literature (Dimanche & Moody, 1998; Fondness, 1994; AbKarim, 2006) and the items were modified to suit the context of this study. Respondents were asked to rate along a 5-point Likert scale (1 = strongly disagree; 5 = strongly agree).
FOOD SATISFACTION
Again a multidimensional approach was adopted. Drawing upon the most related literature on destination and food tourism, an attribute list consisting of 19 food satisfaction items was constructed. Respondents were asked to rate their satisfaction level with each attribute on a 5-point Likert scale (1 = completely dissatisfied; 5 = completely satisfied).
CULINARY QUALITY Kivela and Crotts (2006) demonstrated that for tourists who have high expectations and look forward to cultural experience through food, dining experience is most likely to play a significant role in their evaluation of the quality of their culinary experience. Three items were drawn from Kivela and Crotts's (2006) study and were modified according to this study, again using a 5-point Likert scale (1 = strongly disagree; 5 = strongly agree). The three items include: (a) The dining experience in Malaysia met my expectation; (b) I strongly remembered my dining experience in Malaysia; and (c) I get to know Malaysian culture by trying the food.
BEHAVIORAL INTENTIONS
Following González et al.'s (2007) study, eight items pertaining to behavioral intentions were measured using a 5-point Likert scale (1 = most unlikely; 5 = most likely). González et al.'s measure was adopted as it included multidimensional constructs such as revisit intentions, buying intentions, and word-of-mouth communication.
Survey Location and Procedure
This empirical study was conducted at the departure hall of the Kuala Lumpur International Airport (KLIA) located at Sepang, a state in Selangor Darul Ehsan. The location was targeted as it is the main gateway for travelers to enter and depart the country and it deals with foreign carriers from all continents in the world. Annually KLIA handles up to 20 million passengers and it is the busiest airport in Malaysia.
Airport survey has been proven effective by prior tourism research (Choi, Chan, & Wu, 1999; Hui et al., 2007; Poon & Low, 2005) . While at the airport, tourists would normally have at least two hours before boarding and would be resting at the designated area, and this could favorably increase the response rate. The survey questionnaire was administered in person by the researchers. Respondents were required to complete the questionnaire in situ. The survey was administered in the morning, afternoon, evening, and at night on a continual basis over a 1-month period.
Population and Sampling
The target population of this study was tourists who were departing Malaysia at the time of the survey. Since accurate statistics of the number of tourists departing from KLIA was unknown at the time of the survey, sample selection was based on nonprobability sampling. Participation in this study was on a voluntary basis. The samples were screened based on if they (a) were foreign tourists; (b) had tasted Malaysian food during their stay in Malaysia; and (c) could understand English since the instrument was in English. Selection of respondents was based on the next available person and convenient basis. At the end of each interaction with a respondent, researchers approached the next available tourist.
Validity and Reliability of the Instrument
Reliability can be broadly defined as the degree of consistency of an instrument in what it is intended to measure (Hair, Anderson, Tatham, & Black, 1998) . The survey questionnaire was pilot tested with 70 tourists at the KLIA. Cronbach's alpha test was used for measuring internal consistency of the instrument. A reliability analysis was conducted for the constructs including food image, food satisfaction, culinary quality, and behavioral intentions. Cronbach's alpha coefficient of 0.7 or above indicates satisfactory reliability (Hair et al., 1998) .
Validity is the extent to which a measure correctly represents the concept of interest (Hair et al., 1998) . To ensure that the measurement reflected the intended concept and was suitable for the context of this study, a hospitality and tourism expert panel was formed to review and revise the questionnaire. In addition, confirmatory factor analysis (CFA) was performed to empirically validate the measurement.
Data Analysis
Data analyses were conducted in three stages. First, exploratory factor analysis (EFA) was employed to derive the underlying dimensions of food image and tourists' satisfaction. Then by using AMOS 6.0, the measurement model was tested with confirmatory factor analysis. Lastly, the theoretical structural model was tested using structural equation modeling (SEM). Structural equation modeling is widely applied in tourism studies (Bigné et al., 2001; Chi & Qu, 2008) due to its capability to estimate multiple and interrelated dependence relationships simultaneously and comprehensively, as well as the ability to represent unobserved concepts in the relationships and account for measurement error in the estimation process (Hair et al., 1998) .
RESULTS
Respondents' Profile
A total number of 278 questionnaires were distributed and 245 usable ones were obtained, resulting in a response rate of 88.13%. About 69% of the respondents were male and 31% were female. A large number of respondents (44.5%) was between 21 and 35 years old, originated from Asia (40%), and held professional positions (43.3%). Table 1 shows the respondents' demographic characteristics. About 23% of the respondents stayed in Malaysia for 3 to 5 days and 20.4% stayed for 1 week, while holiday/pleasure was quoted as the major purpose for visiting Malaysia (40.4%). More than half of the respondents (64.9%) tried Malaysian food in the past, while 34.7% of the respondents indicated this was their first time tasting Malaysian food. A great majority of the respondents (82%) said they enjoyed Malaysian food.
Factor Analysis of Food Image and Food Satisfaction
Exploratory factor analysis (EFA) was employed to determine the underlying dimensions of food image and food satisfaction. To determine whether the data were appropriate for factor analysis, data set was examined to ensure that assumptions were met. The Bartlett's tests of sphericity for food image and food satisfaction were significant at 0.00; and the Kaiser-Meyer-Olkin (KMO) overall value for food image and food satisfaction was 0.84 and 0.88, respectively. The above testes indicated that the data were suitable for factor analysis.
A principal component analysis using varimax rotation was undertaken. The criteria for the number of factors to be extracted were based on eigenvalues, communality, and the significance of factor loadings. Only factors with eigenvalue equal to or greater than one were considered as significant. For food image, three factors with eigenvalue above 1.0 were generated, which explained about 59.51% of the total variance. Only items with factor loadings of 0.4 and higher were retained for further analysis. As a result, eight items with low factor loadings were removed and the remaining 12 items had factor loadings ranging from 0.46 to 0.86, within the rule of thumb suggested by Hair et al. (1998) for practical and statistical significance. The communalities of the items ranged from 0.35 to 0.76, meaning that 35% to 76% variances of each item were accounted for by the three-factor solution.
As presented in Table 2 , each of the factors was labeled based on the items that constituted it. Factor 1 included five items relating to food distinctiveness and accessibility. Factor 2 was comprised of four items and was named Food Diversity and Enjoyment. Factor 3 was composed of three items and was labeled Food Quality and Presentation. The coefficient of reliability for the three factors ranged from 0.75 to 0.77, above the threshold value of 0.70 recommended by Nunnally and Bernstein (1994) . Three composite variables were created and used as indicators for the latent construct Food Image in the subsequent SEM.
The same EFA procedure and criteria were adopted to determine the underlying structure of food satisfaction. Four items with factor loadings less than 0.4 were deleted. A three-factor solution with 15 items was extracted (Table 3) . Approximately 62.04% of the total variance was explained by the three factors and all the factors had eigenvalues greater than 1.0. The factor loadings varied from 0.51 to 0.81, suggesting satisfactory correlation of each food satisfaction attribute to the three-factor solution. The communalities ranged from 0.42 to 0.75, indicating that variance in each satisfaction attribute item were reasonably explained by the three-factor solution. The factors were named according to the items grouped under them. Factor 1 included five items relating to restaurant atmosphere and service (α = 0.86). Factor 2 was comprised of seven items with regards to convenience and local cultural experience (α = 0.84). Factor 3 was represented by three items depicting Food Quality and Variety (α = 0.82). Three summated scales were created and used as manifest variables for the latent variable food satisfaction in the subsequent SEM analysis.
Measurement Model Fit and Convergent and Discriminant Validity
Confirmatory factor analysis was employed to specify and validate the measurement model before testing the theoretical structural model. The convergent validity of the constructs was examined using the following indicators: standardized regression weights (standardized loadings), average variance extracted (AVE), and construct reliability (CR). As displayed in Table 4 , each of the variables had standardized regression weights exceeding the suggested value of 0.50 (Hair et al., 1998) , indicating that all the indicators were statistically significant. The AVE and CR were calculated manually for each of the latent constructs. All four constructs had AVE ranging from 50% to 61%, surpassing the threshold value of 0.50; and their CR ranged from 0.75 to 0.91, exceeding the recommended value of 0.70 by Hair et al. (1998) . The results of convergent validity suggested that the indicators of the constructs were sufficient in specifying the measurement model. Discriminant validity measures how well a construct is truly distinct from other constructs, and was examined by comparing the AVE values for the latent constructs with the square of the correlation between two corresponding constructs (Fornell & Larcker, 1981) . None of the square correlations surpassed the AVE values, indicating discriminant validity of the measurement model.
Overall Measurement Model Fit
The overall measurement model fit was assessed with goodness-of-fit measures, which evaluate the degree of observed input matrix that signifies the hypothesized model. The chi-square value of 267.60 with 111 degrees of freedom was statistically significant at 0.00, indicating that there was significant difference between the predicted and actual model. However, previous research showed that model fit assessment should not depend solely on chi-square statistics, due to its sensitivity to sample size and model complexity (Bearden, Sharma, & Teel, 1982) . Other indices for goodness-of-fit should be examined as well: absolute fit measures assess the overall model fit without any adjustment, whereas incremental fit measures compare the proposed model with a more restricted model (Hair et al., 1998) . For absolute fit measures, satisfactory fits are obtained when the ratio of chi-square over degree of freedom is below 3.00, RMR is 0.04 and below, and RMSEA is 0.08 and below (Chen & Tsai, 2007; Ryu & Jang, 2006) . The results of absolute fit measures (ratio = 2.41; RMR = 0.04; RMSEA = 0.08) indicated acceptable fit of the data. For incremental fit measures, acceptable fits are achieved when NFI and CFI are above the recommended value of 0.90 (Hair et al., 1998) . The results of NFI and CFI values (0.90 and 0.94, respectively) were above the suggested value. Table 5 indicated that the overall fit indices were acceptable; as a result, it was suggested that the theoretical model fitted the observed data rationally well.
Structural Model Assessment
The next step involved specifying the relationships between the constructs represented in the structural model. The regression coefficient of each path was examined to ascertain the significant relationships between the latent constructs. Figure 2 presented the structural diagram of the theoretical model in this study. The results showed that food image significantly influenced food satisfaction (γ = 0.88; t = 8.32) and culinary quality (γ = 0.41; t = 2.25); therefore, Hypotheses 1 and 5 were not rejected. However, food image had no direct influence in behavioral intentions (γ = −0.11; t = −0.68), resulted in rejection of Hypothesis 3. In addition, food satisfaction significantly affected culinary quality (β = 0.44; t = 2.48) and behavioral intentions (β = 0.47; t = 2.79); hence, Hypotheses 4 and 2 were not rejected. Lastly, there was a significant relationship between culinary quality and behavioral intentions (β = 0.51; t = 4.42); thus Hypothesis 6 was not rejected. The results of direct, indirect, and total effects of each path were presented in Table 6 and the hypotheses testing results were summarized in Table 7 .
IMPLICATIONS Theoretical Implications
This article filled the gap in food tourism literature by developing a theoretical model that examined the relationships of food image, food satisfaction, culinary quality, and behavioral intentions simultaneously. A model was proposed drawing upon the established theory and the interrelationships were investigated. Based on a comprehensive literature review a multipleitem measurement scale was developed that captured the constructs in the food image model. The reliability and validity of the scale was empirically tested and confirmed. The application of structural equation modeling was selected in this study as it is proven to be an effective tool in promoting better quality research by addressing a set of interrelated questions that other multivariate methods do not comprehend (Reisinger & Turner, 1999) . Since this study is one of the few studies that focus on the influence of food in image formation, satisfaction and quality evaluation and tourists behavioral intentions, the major findings have significant theoretical implications for the benefits of future researchers and would contribute to the scale and theory development in food tourism study. The SEM analysis supported the relationship between perceived food image and tourists' satisfaction with their food experience (H1). The statistically significant relationship between perceived food image and culinary quality was also confirmed (H5). Tourists' perceived food image did not directly influence their behavioral intentions (H3), but indirectly influenced behavioral intentions via culinary quality. This was inconsistent with previous destination image findings (Bigné et al., 2001) , which indicated that image had a direct effect on behaviors. The significant paths of food satisfaction and behavioral intentions (H2), as well as food satisfaction and culinary quality (H4) were noteworthy. The results signified that food satisfaction could make a notable contribution to culinary quality and behavioral intentions, as supported by earlier tourism studies (Carman, 1990) . The finding also validated the direct significant relationship of culinary quality and tourists' behaviors (H6). This study presented justifiable evidence that the proposed structural equation model designed to consider simultaneously food image, food satisfaction, culinary quality, and behavioral intentions was acceptable.
Managerial Implications
Culinary tourism or travel for food has become a trend in many countries in the world, and destinations are capitalizing their potential to promote their cuisine as a unique product. Malaysia is rich with gastronomy products and Malaysian food boasts intoxicating combinations of flavors and sheer variety, which gives plenty of opportunities for tourists to savor different local food. However, it still remains a great challenge to establish Malaysia's position as a world-class food tourism destination. This study provides several managerial implications and could help destination marketers and managers to better understand the factors that contribute to positive food image and favorable food satisfaction level; so that they would be able to better accommodate culinary tourists' needs and wants. When tourists have high quality culinary experience, they will not only return but also spread positive word-of-mouth, the most sought-after information source.
In today's competitive environment, creating and managing a unique image by effective positioning and differentiation has become critical to success. This study identified underlying factors of Malaysia food imagedistinctive traditional cuisines, rich diversity of culinary choices, easy access to food, and quality food experience. The findings provided useful information for the MTPB in marketing and positioning Malaysia as a unique culinary destination. For example, the MTPB could focus on promoting the distinctiveness and diversity of Malaysian food, especially highlighting the fact that Malaysian food is a reflection of its unique and exotic culture; through consuming local food tourists can experience a truly authentic cultural tradition. In addition, there is a need to educate the traveling public on the unique image that Malaysia has. For the convenience of tourists, there should be more information centers that provide brochures about Malaysian food and food destinations. Hotels and airports could also take an active role in promoting Malaysia food image by providing information about local food and food destinations in the country. Since this study also established the causal relationship between food image, food satisfaction, culinary quality and behavioral intentions; marketing and promoting a positive food image would enhance tourists' satisfaction with and evaluation of the quality of their food experience, which in turn would promote positive behavioral intentions among tourists.
Apart from food image, the role of food satisfaction in influencing culinary quality perception and behavioral intentions should be considered. This study uncovered underlying factors of food satisfaction-restaurant service and atmosphere, food quality and variety, availability and convenient access to variety of local restaurants, and opportunity to savor local culture via food-related festivals and events. In order to establish a favorable level of food satisfaction, it requires cooperating efforts from both private sector and government agencies. Restaurant managers/owners (private sector) should focus on providing premium service, quality food, and pleasant dining environment and atmosphere. With rich variety of local and ethnic restaurants available in Malaysia, the restaurant atmosphere varies from fine dining to alfresco dining. Whatever theme/style a restaurant carries, maintaining the quality of food and service is vital to successfully attracting customers. When traveling for the purpose of culinary experience tourists have higher expectations on food and service quality. Therefore adequate training should be provided to foodservice operators and workers on improving food quality and service quality. In addition, restaurant owners/managers should keep their facilities clean and up-to-date in order to create an inviting dining environment for customers. Government agencies such as the Ministry of Tourism Malaysia and the MTPB could also pitch in to help increase food satisfaction. For example, a cluster of food destinations (food trail) could be developed around the country. These food trails would make it easier for tourists to find local well-known delicacies. If quality food and service can be provided these food destinations will be popular amongst tourists. Furthermore, a calendar year of food festivals/events could be developed with each month of a year featuring a certain kind of food. This would enable tourists to gain knowledge about the culture and the meaning behind different food. Through consumption of different local food, tourists are able to experience the beliefs, norms, cultures and traditions of Malaysia.
In conclusion, attentiveness and collaboration among all those involved to project positive food image, increase level of satisfaction, and deliver quality culinary experience are essential in triggering favorable intentions among international tourists to recommend the food and revisit Malaysia in the future.
LIMITATIONS AND RECOMMENDATIONS FOR FUTURE RESEARCH
This study had some limitations that should be pointed out. Due to the application of convenient sampling in a single airport, the findings cannot be generalized to the whole population of tourists visiting Malaysia. Future research can survey tourists in different destinations in Malacca, Penang, and Terengganu to have wider coverage. In terms of instrument, using structured questions to measure variables has a common disadvantage (i.e., researchers might neglect the salient attribute[s]). Thus, future research will benefit from applying both qualitative and quantitative approaches. Either conducting focus group discussions or personal interviews is suggested to capture the important attributes prior to designing survey questionnaire. In addition, investigation on different perceptions across various groups or countries of tourists is recommended for future research, as tourists of different cultures have different points of view regarding Malaysian food. The variables used in this study as the antecedents to behavioral intentions were limited to food image, food satisfaction, and culinary quality. Other variables affecting behaviors could also be investigated to improve the model in the future study. Additionally, the specification of the structural model in this study was mainly based on theory from previous studies. As a result, the cause and effect relationships in the model may not truly represent the causality among the variables. As suggested by Chi and Qu (2008) , causality would be more precise with experimental or longitudinal data. Future research is suggested to use experimental or longitudinal data if possible.
